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Abstract 
The maintenance and development of the brand equity is usually a challenging and difficult 
activity. Accordingly, it is necessary to adopt a wide landscape of different attitudes toward the 
effective factors on the brand equity so that we can develop the brand equity properly. With regard 
to its objective, this study is a practical research. The data collection method is based on a 
descriptive-correlative methodology and the samples are selected in a simple random sampling 
method. The statistical population of the research includes 380 Iranian customers of the household 
appliances of a globally famous brand. This research was conducted in Iranian city of Ahwaz.  To 
analyze the research hypothesis, this study uses confirmatory factor analysis (CFA) and structure 
equation modeling (SEM) using Amos 20 and SPSS22. Considering the obtained results of data 
analysis, the effect of attitude toward the advertisements and monetary and non-monetary 
promotions on the dimensions of brand equity has to be emphasized. But non-monetary promotions 
have not significant and positive effect on the brand, and hence the relevant hypothesis was not 
confirmed. Moreover, the effects of three dimensions of brand equity (i.e. the awareness, perceived 
value and dependence) on the loyalty to brand were confirmed. 
Keywords: Attitude toward the advertisements, Brand equity, Monetary promotions, Non-
monetary promotions 
Introduction 
Brand equity is the result of the customers’ perception of that brand. This perception is 
affected by several factors. Brand equity cannot be understood without understanding the resources 
of the brand, i.e. that factors that are effective in creation and formation of the brand equity in the 
mind of the customers (Karbasivar, et al. 2010). 
Most companies have realized the importance of customer-orientation in the current 
competitive and globalized business environment (Uho and Manjes, 2007). Nowadays, the situation 
of the customer-orientation and the level of customer satisfaction for the goods and services of any 
company can be seen in the customers’ reaction to the brand of the company. The higher level of the 
brand equity of a company is mirrored in the better reaction form the customers’ side. Today, most 
Iranian company doesn’t pay attention to the customers’ reaction. Indeed the mere goal of many 
sellers is to sell the goods and services without paying much attention to the concepts such as the 
customer satisfaction (Bill, et al. 2013).  
Brand equity is a wider concept because it includes the image of the trade mark (perceived 
quality of services) and familiarity to the commercial name. Brand equity includes the desirable 
states and tendencies that are not necessarily lead to the purchase behavior. Thus the behavioral 
intentions are the result of brand equity rather than a component of it, although the customer-
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oriented brand equity is considered as a multidimensional tool in the marketing literature (Aaker, 
1999; Keller, 1993). 
Available literature emphasizes on the elements of marketing mix the key variables in 
creating the brand equity (Yu, et al, 2000). These variables are crucially important because they 
have a considerable effect on the brand equity, they are controlled by the marketers, and the 
marketers will be able to develop their marketing activities using such variables (Herman, et al. 
2007). Thus a main challenge for the marketers is to decide on the suitable budget of marketing for 
fulfilling the maximum effectiveness on the target market and brand (Akatan, et al. 2010). 
Marketing mix elements influence consumers' equity perceptions toward brands (Pappu and 
Quester, 2008). Advertising is one of the most visible marketing activities. Generally, researchers 
posit that advertising is successful in building consumer-based brand equity, having a sustaining and 
accumulative effect on this asset (Wang et al., 2009). It is a long time that the companies use 
advertisements through different communicational channels to preserve and attract the customer 
(Yang, et al. 2005). Another variable of the marketing mix is the promotion services. Promotion is a 
set of methods and procedures by which any business can communicate with its target market. 
Businesses can promote their commercial mark (their position) or their products and services (their 
characteristics) (Kailet and Youmba, 2010). Different types of promotional tools (such as monetary 
and non-monetary promotions) can have different effect on the sale, profit or brand equity (Vassan 
and Anderson, 1998). 
Several researches have shown that the elements of the marketing mix are proposed as the 
key variables in creating the brand equity (Yoo, et al. 2000). Accordingly, a main challenge for the 
marketers is to decide on the suitable budget of marketing for fulfilling the maximum effectiveness 
both on the target market (Soberman, 2009) and on branding (Ataman, et al. 2010). 
The most important factor in preserving and developing a brand is to create the loyalty in the 
attitudes, beliefs and behaviors of the customers.  One of the important factors in forming the 
customer loyalty to the products and services and to the brand of the organization is the image of the 
personality of that brand in the mind of the customers. Considering the need of families to have and 
use different household appliances and their right of choosing among a mass of advertisements for 
the household appliances, it is obvious that the consumers of the household appliances decide to buy 
based on the introduced specifications of the available products. Hard competition in different 
markets in general and household manufacturing industry in particular beside the increase of the 
customers’ right to choose and the important role of the brand in creating the competitive advantage 
for the companies, it is necessary and somehow inevitable to study the relationship between the 
advertisement components on the loyalty to brand. With regard to the strategic role of brand equity 
and the effect of promotion and sales activities on the brand equity, this research is indeed a test to 
assess the brand equity in Iranian small household industry on one hand, and the effect of promotion 
and sales activities on each of the components of brand equity in the mentioned industry on the other 
hand. 
Considering the importance of measuring the importance of the brand equity and the effect 
of marketing activities, the main objective of this research is to support the brand and products. This 
research attempts to show that the effects of attitude toward the advertisement and promotional sales 
activities on the increase or decrease of the components of brand equity and loyalty to brand. 
Literature review 
Advertisements and attitude toward the advertisement 
It is a long time that the companies use advertisements through different communicational 
channels to preserve and attract the customer (Tang, et al. 2005). Advertisement is a promotional 
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and incentive tool through which the business agencies introduce themselves (Laroche, et al. 1996). 
Advertisement is any type of non-personal presentation of the ideas, goods or services by an 
advertiser against paying the relevant costs. Good advertisements rely on a good and unique sales 
offer (Rousta, et al. 2009). 
In his definition of the advertisement, McCarty explains that the presentation of any idea, 
goods and in a non-personal form by a person or institution that pay its costs vs. the public relation 
that is being done for free (Arbabi, 1971). 
Sales promotion 
Promotion is a set of methods and procedures by which any business can communicate with 
its target market. Businesses can promote their commercial mark (their position) or their products 
and services (their characteristics) (Kailet and Youmba, 2010: 11).  
Any company has to combine the communicational tools carefully in order to create a 
suitable combination of promotional elements. This combination has to fulfill the communicational 
and marketing goals (Hill, et al. 2001). Promotional activities of the organization include four main 
components: impersonal advertisements, personal advertisements, sales promotion tools, and public 
relations (Lopez, et al. 2002). 
Sales promotion is a set of marketing activities and technics that lead to production of more 
suitable and attractive goods and services and hence it leads to the increase of profit or the expected 
profit of the future (Budon and Lardi, 1989: 385). The application of sales promotion is relatively 
easy and it can have a considerable immediate effect on sales (Hunsense, et al. 2001).  
Types of sales promotion 
In 2002, Nilsen suggested a new classification of the sales promotion. According to him, 
sales promotion can be classified in two classes: price-related promotion and non-price-related 
promotion. 
Price promotions: Price promotions include loyalty discounts; i.e. if the customers buy 
several units of commodities then they can pick more than the price of those commodities. Retailers 
can use coupons or discounts. Indeed the consumers can benefit from the discounts by presenting 
those coupons or they can do their purchase and then send their coupons to receive the price 
discount (Hill, et al. 2001). 
Non-price promotions: Non-price promotions are classified in two groups: supportive and 
real. Supportive promotions include a set of promotions that act as a communicative tool for 
alarming or informing an event. They are usually used for attracting the attentions to the price 
promotions. 
On the other hand, real promotions are often used by the producers to promote the trade 
name rather than the price promotions or price discounts. This is why the most users of these 
promotions are producers and manufacturers rather than the retailers (Lopez, et al. 2002).  
Brand perceived value 
A known definition of the term “brand perceived value” has been proposed by Gabi, et al. 
(2009). According to these researchers, the brand perceived value is the relationship between the 
quality of the products under the brand and the price of the brand. But in general, the value in 
marketing science is the perceived value by the customers. This value encompasses both economic 
and non-economic aspects; that is, how much the customers value the products of a brand, and how 
much they want to cost for obtaining those products (Woodside, et al. 2008). 
Trade name equity 
Brand equity is a set of capabilities and assets of a brand, and the trade name and value that 
is added to (or reduced from) the products of a company and its customers (Aaker, 1991).  
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Simon and Sullivan (1993) believe that the trade mark equity is the difference in customers’ 
choosing between the products of a known trade name and the products without a known trade name 
but with the same level of characteristics.  
Lazar, et al. (1995) believes that the brand equity is the consumers’ prioritization of a brand 
in comparison to other brands at the same level. On the other hand, Gil, et al. (2007) stated that the 
brand equity is the value that is being added to the products by the brand. In general, brand equity is 
the consumers’ perception of all advantages and superiority of a brand compared to the competitors. 
One of the benefits of the high brand equity is its ability to reduce the costs of the company and to 
increase the profits. Moreover, the brand equity helps the companies reduce their prices and it can 
have a positive effect on the marketing communication and on the brand development to other 
classes of the product. Additionally, brand equity reduces the costs of the advertisements and sales. 
In other words, higher brand equity leads to higher brand popularity and better reactions in the 
consumers (Gil, et al. 2007). 
Aspects of the brand equity 
Several classifications have been offered for the brand equity. The first and most known one 
is Aaker’s model (1991). Aaker’s model is a completely psychological model assessing the brand 
equity from the consumers’ point of view. According to Aaker, brand equity is a multidimensional 
concept with five dimensions including the brand awareness, brand associations, perceived quality, 
brand loyalty, and other brand assets in relation to the company. The first four dimensions are being 
considered in the analysis of the brand equity by the consumers. 
Brand loyalty: Loyalty to the trade name is the level of the positive attitude of the customer 
toward a trade name, his/her loyalty to that trade name, and his/her intention to buy from the 
products of that brand in future. Indeed the brand loyalty creates a commitment to re-buy. According 
to Telis, the brand loyalty is more effective than the other variables (Gil, et al. 2007). Atilgan 
confirms this finding and states that the loyalty is the only factor with direct effect on the brand 
equity (Atilgan, 2006). 
In Aaker’s brand equity model, loyalty is introduced as the trade lever for reducing the 
marketing costs, attracting new customers (by creating the awareness and confidence) and a chance 
for reacting against the competitive threats. Moreover, Aaker defines the brand equity indicator in 
two scales: (A) the level of time spent by the customers to compare a brand to other brands with 
similar advantages (B) direct measurement of the customers’ satisfaction or intention of re-buy the 
product or re-order the goods and services (Aaker, 1999). Oliver (1997) defines the brand equity as 
a deep commitment to a brand for re-buy or re-use the goods and services in future; while the effects 
of environment and the marketing attempts play role in changing the customers’ behavior (Gil, et al, 
2007). 
Pappu (2006) believes that the first choice of a mark by the customer is a reason for loyalty 
to that mark. He believes that there are two types of loyalty: attitudinal loyalty and behavioral 
loyalty (Taylor, et al. 2004). 
Perceived quality: Zeithaml (1998) defines the perceived quality as the customer’s 
perception of the superiority of the quality of goods or services compared to the competitors. This 
definition excludes the technical dimension. Zeithaml states that the perceived quality is a part of the 
brand equity. Thus a high perceived quality leads the consumer toward choosing a brand over the 
competitors. Hence the increase of the perceived quality in consumers’ mind, the brand equity will 
increase as well. Customers’ perceived quality relates to the assessment of the information and the 
brand loyalty. It has a considerable effect on the consumer at the time of purchasing (Gil, 2007). 
Brand awareness: According to Aaker (1991), brand awareness is the consumers’ ability in 
identifying or recalling a brand of a specific class of products (e.g. by recalling the trade name of the 
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products). In his mode, Aaker states that the brand awareness can be effective on the brand equity 
(Aaker, 1991).  
Keller (2003) expresses that the brand awareness plays an important role in consumers’ 
buying decision and it contains the advantages of learning, attention and selection (Gil, et al. 2007). 
A brand that is used traditionally for a long time in a family can cause a high level of 
awareness in the consumers’ mind due to the long consumption of the brands in the family. This 
long consumption is indeed a part of learning in the house (Elson, 1993). 
Brand associations: Rio, et al (2001) believes that the brand association is a fundamental 
factor in creating and managing the brand equity. Thus the strong brand equity justifies the positive 
relationship between the customers and the brand (Rio, et al. 2001).  
According to Gil (2007), brand association creates a value and feeling about the brand 
causing the differentiation of a brand from the other brands. What the consumer saves in his/her 
mind from the purchased product or consumes in the family is not necessarily the trade name of that 
product, but it can be the shape of package, specific pictures, or whatever the man associates. 
Moreover, the awareness in the mind of the consumer and its relationship to a strong positive 
association is really an advantage for the brand (Gil, et al. 2007). According to Atligan, brand 
association affects the consumer’s loyalty and creates value for both the consumer and the company 
(Atigan, et al. 2006).  Keller believes that any new experience of creating, reinforcing or changing 
leads to the associations. Brand association must be strong and desirable enough to have a positive 
effect on the brand equity. Additionally, brand association can affect the search for information at 
the time of consumers’ buying decision (Gil, et al. 2007). 
Background of the research 
According to Shah Hosseini, et al. (2011), brand equity affects the customers’ behavior. 
They state that it is very important to propose new theories for understanding the consumers’ 
decision in smartphone market with high brand value. They found that the brand equity is effective 
on the consumers’ priorities, buying decision, and choosing the brand. 
Ebrahimi, et al. (2012) studied the effect of psychological processes of brand identity and 
brand personality on the brand loyalty. They confirmed the significant positive effect of the aspects 
of brand equity on the brand loyalty. 
Rashidi and Rahmani (2013) studied the effect of brand on the customer loyalty and 
confirmed the significant positive relationship between the aspects of bran on the customer loyalty. 
O’Shaughnessy and Holbrook (1984) studied the role of emotions on research. Considering 
the suggested model by these researchers we can conclude that the emotional reactions of the 
consumers and viewers of the message take place when some messages are cognitively evaluated by 
the mind of the viewers and consumers. They found that the cognitive evaluation of information 
leads to emotional reactions. 
Holbrook (1987) studied the role of emotions as the mediating emotional reaction to 
advertisements and concluded that whenever the consumers is watching advertisement, the 
information of the advertisement motivates the emotional reactions in the viewer and consequently it 
leads to formation of an attitude toward the trade name of the advertised product. 
Yoo and Lee (2000) studied the effect of the factors of marketing mix on the brand equity 
and confirmed the effect of advertisement on different aspects of the brand equity. 
Kalter, et al. (2001) studied the consumers’ understanding of the advertisement. They 
interviewed some consumers in order to study the personal expectations and reactions to the 
advertisement. They concluded that the entertainment is an important value for the consumers and 
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they look for it in the advertisements. Currently, the entertainment aspect of advertisements in TV is 
the most important factor in continuing watching a TV channel. 
Edson and Eastern (2003) studied the differences between the sympathy and empathy in 
dramatic advertisements of TV. Their results showed that the good dramatic advertisements will 
motivate the empathy and sympathy of the consumers and lead to positive attitude of the viewers 
toward the advertisement. 
Jeong (2005) studied the advertisement and research and development (R&D) and their 
effect on the brand equity. He confirmed the positive significant effect of advertisements on the 
aspects of brand equity. 
Villarejoand Sánchez (2005) studied the relationship between the advertisement and brand 
equity. They indeed intended to investigate the effect of marketing communications and promotional 
prices on the brand equity. They confirmed the positive significant effect of the advertisements on 
the aspects of the brand equity. 
Haman, et al. (2005) studies the advertisement, brand knowledge and loyalty in low-income 
markets and confirmed the positive and direct effect of the advertisement on the brand loyalty. 
In a research on the factors of brand equity, Atigan, et al. (2007) studied the effects of four 
variables (i.e. perceived quality, brand loyalty, brand association and brand awareness) on the brand 
equity. Their results showed that only the brand loyalty is effective on the brand equity while other 
variables had no significant effect on the brand loyalty.  
Sean Hyun, et al. (2011) studied the effect of advertisement on the emotional reaction of 
users, perceived value and behavioral intention of consumers in chain restaurants industry. They 
investigated the role of different advertisement components (i.e. the motivation, stimulation, 
relevant news, sympathy and attractiveness) on the emotional reactions. They found that four 
variables (including the relevant news, stimulation, sympathy and familiarity) have significant effect 
on the emotional reactions of the clients. Other findings of this research showed that the positive 
emotional reactions to the advertisements affect the perceived values of the product in the 
customers. 
Buil, et al. (2013) conducted a research on the effect of brand equity on the customers’ 
reactions. They first studied the internal effects of the aspects of brand equity on each other and then 
focused on the effect of brand equity on the brand priority and buying decision. Their obtained 
results confirmed all hypotheses except the effect of perceived quality on the brand loyalty. 
Finally, Niam and Kashick (2014) studied the effect of brand equity on the customers’ 
buying decision. Considering the hard competition in automotive industry, they focused on the 
brand of this industry in Indian market. The objective of this research was to clarify the dimensions 
of brand equity (brand awareness, brand association, perceived quality, brand loyalty, and brand 
assets) for the marketers in order to attract and keep the customers. This research emphasized that 
the companies have to focus on the formation of customer loyalty. 
Research hypotheses and conceptual framework 
1) Attitude toward the advertisements has a significant positive effect on the brand perceived 
value. 
2) Attitude toward the advertisement has a significant positive effect on the brand awareness. 
3) Attitude toward the advertisement has a significant positive effect on the brand 
dependence. 
4) Monetary promotions have significant negative effect on the brand perceived value. 
5) Monetary promotions have significant negative effect on the perceived brand dependence. 
6) Non-monetary promotions have significant positive effect on the brand perceived value. 
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7) Non-monetary promotions have significant positive effect on the brand dependence. 
8) Brand awareness has significant positive effect on the brand loyalty. 
9) Brand perceived value has significant positive effect on the brand loyalty. 
10) Brand dependence has significant positive effect on the brand loyalty. 
Based on the theoretical background from previous studies, the conceptual framework of this 
research (derived from Buil, et al. 2013) is shown in Figure 1.  
 
Figure 1: Conceptual framework of the research 
Research methodology 
This section presents the research hypotheses and the conceptual framework regarding the 
role of advertising and sales promotions in brand equity creation followed by the methodological 
and statistical approaches applied in this study. 
Instrument of the study 
The questionnaire of this research includes 26 questions and 7 variables. The independent 
variables of the research include the “attitude toward the promotions”, “monetary promotions” and 
“non-monetary promotions” (table 1). On the other hand, the dependent variable of the research 
includes the “brand loyalty” while the mediating variables include “brand perceived values”, “brand 
awareness” and “brand dependence”. The scale of individual attitude toward advertisement (ATA) 
incorporates 3 items (Yoo, et al. 2000).  
We considered 3 items for assessing the variable of monetary promotions (MP) that is 
consistent with Yoo, et al. (2000). Moreover, 3 items were considered for assessing the variable of 
non- monetary promotions (NMP) that is consistent with (Yoo, et al. 2000). 
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Table 1: Independent variables in the questionnaire 
Individual 
attitude toward 
advertisement 
ATA1 Advertisements of the ………brand are creative. 
ATA2 Advertisements of the ……..brand are new and innovative. 
ATA3 Advertisements of the ……brand are different from the advertisements of 
the competitor brands 
 
Monetary 
promotions 
MP1 ….brand always offers monetary discounts for its products 
MP2 ….brand often uses monetary discounts. 
MP3 …brand offers more monetary discounts for its products than the competitor 
brands. 
 
Non-monetary 
promotions 
NMP1 …brand always offers non-cash discounts for its products 
NMP2 ….brand often provides non-cash gifts. 
NMP3 ….brand offers more non-cash gifts for its products than the competitor 
brands. 
 On the other hand, 4 items were considered for assessing the variable of Brand Awareness 
(BAW) and the variable of Perceived Quality(PQ)that is consistent with Buil, et al. (2013). 
Moreover, we considered 5 items for assessing the variable of Brand Associations (BAS) that is 
consistent with the questionnaire Buil, et al. (2013). 
Table 2: Mediating variables in the questionnaire 
 
Brand 
awareness 
BAW1 When I think to the household appliances, ……is the first brand I recall. 
BAW2 ….is a brand I’m familiar with. 
BAW3 I know what …..brand looks like. 
BAW4 I can recognize …..brand among the other competitor brands. 
 
Perceived 
quality 
PQ1 …..brand produces high-quality products. 
PQ2 …..brand produces durable and sustainable products. 
PQ3 …..brand produces reliable products. 
PQ4 …..brand produces prominent and excellent products. 
 
Brand 
associations 
BAS1 I believe that buying the …..brand is a good purchase among the household 
appliances brands. 
BAS2 Purchased products from the …..brand are more precious than the money I pay 
for them. 
BAS3 ….brand has a personality. 
BAS4 …..brand is attractive and interesting for me. 
BAS5 I trust the company that produces the …..brand. 
 Finally, we considered 4 items for assessing the variable of Brand Loyalty that is consistent 
with the questionnaire Buil, et al. (2013).  
Table 3: Dependent variable in the questionnaire 
 
Brand loyalty 
BlO1 I think I am loyal to …..brand. 
BlO2 Among all brands of household appliances, …..brand is my first option. 
BlO3 If the ……brand is available in store, I won’t buy the other brands. 
BlO4 I recommend buying ……brand to my friends and families. 
Data collection method 
With regard to its objective, this study is a practical research. The data collection method is 
based on a descriptive-correlative methodology. The statistical population of the research includes 
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all Iranian customers of the household appliances of brand in Iranian city of Ahwaz. The samples 
are selected in a simple random sampling method. 
With regard to the unlimited size of the statistical population, we used the following equation 
for determining the sample size: 
 
To analyze the data, we used descriptive and inferential statistics in Amos and SPSS (22.0). 
Descriptive statistics  includes percent, means, standard deviations and variances while the 
inferential statistics includes t-test for the dependent groups, correlation tests (Pearson or Spearman 
tests depending on the normality of the data), confirmatory factor analysis (CFA) and structure 
equation model (SEM) for testing the hypotheses.  
Data analysis 
Characteristics of the respondents 
The demographic data and statistics showed that 65% of the respondents are male and 35% 
of them are female. In terms of the educational level, 6.8% of the respondents are lower than the 
high school diploma, 21.1% of the respondents have high school diploma, 21.9 % of them have a 
college degree, 35.9% have a bachelor degree, and 14.3% of the respondents have a master degree 
or higher. In terms of the age, 17.2%, 41.4%, 23.4%, and 16.7% of the respondents are 18-25, 25-
36, 36-45, and higher than 45 years old respectively. 67% of the respondents are married and 32.8% 
are single (table 4). 
Table 4: Demographic data 
 Group No. % 
Gender Male 250 65.1 
Female 134 34.9 
 
Educational level 
Lower than high school diploma 26 6.8 
High school diploma 81 21.1 
College degree 84 21.9 
Bachelor degree 138 35.9 
Master degree and higher 55 14.3 
Age 18 – 25 years old 66 17.2 
26 – 35 years old 159 41.4 
36 – 45 years old 90 23.4 
+ 45 years old 64 16.7 
Marital status Married 258 67.2 
Single 126 32.8 
Mean and std. deviation of the variables 
The results of the analysis showed that the mean and standard deviation of the variables are 
as follow: ATA: mean: 3.35, Std. D.: 0.743; MP: mean: 3.002, Std. D.: 0.833; NMP: mean: 3.03, 
Std. D.: 0.873; BAW: mean: 3.60, Std. D.: 734; PQ: mean: 3.61, Std. D.: 0.782; BAS: mean: 3.41, 
Std. D.: 0.789; and BLO: mean: 3.14, Std. D.: 0962 (table 5).  
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Table 5: Descriptive statistics 
 N Mean Std. Deviation Std. Error Mean Cronbach's Alpha 
ATA 384 3.35 .74357 .03795 .794 
MP 384 3.002 .83320 .04252 .851 
NMP 384 3.03 .87366 .04458 .818 
BAW 384 3.60 .73450 .03748 .714 
PQ 384 3.61 .78238 .03993 .892 
BAS 384 3.41 .78977 .04030 .868 
BLO 384 3.14 .96253 .04912 .887 
Independent sample t-test 
Since the significance level is lower than 0.05 in ATA, BAW, PQ, BAS and BLO, we can 
conclude that the mentioned variables have significant difference with the average level of 3; and 
since the mean difference is positive, it implies the average and high level of the situation of the 
mentioned variables. On the other hand, MP and NMP variables are higher than the significance 
level (0.05), they are not significantly different from the average level of 3 and hence they are at the 
average level (table 6). 
Table 6: Independent sample t-test 
 Test Value = 3 
t df Sig. (2-tailed) Mean Difference 95% Confidence Interval of the Difference 
Lower Upper 
ATA 9.265 383 .000 .35156 .2770 .4262 
MP .061 383 .951 .00260 -.0810 .0862 
NMP .759 383 .448 .03385 -.0538 .1215 
BAW 16.188 383 .000 .60677 .5331 .6805 
PQ 15.344 383 .000 .61263 .5341 .6911 
BAS 10.416 383 .000 .41979 .3405 .4990 
BLO 2.969 383 .003 .14583 .0493 .2424 
Results and Discussion 
Correlations coefficients 
H1: since P<0.05 & CR>1.96 and standard estimates equals to 1.096, it shows the positive 
and significant effect of the attitude toward the advertisement on the perceived value of the brand. 
H2: since P<0.05 & CR>1.96 and the reported standard estimate equals to 0.803 showing the 
significant and positive effect of attitude toward the advertisement on the brand awareness. 
H3: since P<0.05 & CR>1.96 and the reported standard estimate equals to 1.257 showing the 
significant and positive effect of attitude toward the advertisement on the brand dependence. 
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H4: since P<0.05 & CR>1.96 , we can conclude that the monetary promotions have 
significant effect on the brand perceived value. The reported standard estimate equals to -0.496 
showing the significant and negative effect of monetary promotions on the brand perceived value. 
H5: since, P<0.05 & CR>1.96 and the reported standard estimate equals to -0.534 showing 
the negative effect of monetary promotions on the brand dependence. 
H6: since P<0.05 & CR>1.96 and the reported standard estimate equals to 0.194 showing the 
positive effect of non-monetary promotions on the brand perceived value. 
H7: since P>0.05 & CR<1.96  we can conclude that the non-monetary promotions have no 
significant effect on the brand dependence. 
H8: since P<0.05 & CR>1.96 and the reported standard estimate equals to 0.94 showing the 
positive effect of brand awareness on the brand loyalty. 
H9: since P<0.05 & CR>1.96 the reported standard estimate equals to 0.754 showing the 
positive effect of brand perceived value on the brand loyalty. 
H10: since P<0.05 & CR>1.96  the reported standard estimate equals to 0.200 showing the 
effect of brand dependence on the brand loyalty (table 7). 
Table 7: Correlations coefficients 
   Estimate Std. Estimate S.E. C.R. P Label 
PQ <--- ATA 1.74 1.096 0.182 9.578 *** Supported 
BAW <--- ATA 1.148 0.803 0.113 10.159 *** Supported 
BAS <--- ATA 1.583 1.257 0.169 9.362 *** Supported 
PQ <--- MP -0.595 -0.496 0.135 -4.412 *** Supported 
BAS <--- MP -0.508 -0.534 0.112 -4.522 *** Supported 
PQ <--- NMP 0.195 0.194 0.095 2.052 0.04 Supported 
BAS <--- NMP 0.116 0.145 0.076 1.533 0.125 Not 
Supported 
BLO <--- BAW 0.104 0.094 0.053 1.962 0.05 Supported 
BLO <--- PQ 0.758 0.754 0.074 10.298 *** Supported 
BLO <--- BAS 0.253 0.2 0.096 2.647 0.008 Supported 
Confirmatory Factor Analysis (CFA) 
In table 8, standard and non-standard factor loadings of the variables are shown. Since 
P<0.05 and CR>1.96, we can conclude that all observed variables explain their latent variables 
significantly. ATA is explained by three latent variables that play role in its measurement at the 
scales of 0.543, 0.562 and 0.609 respectively. NMP is explained by three variables at scales of 
0.715, 0.789 and 0.826 respectively, and MP is explained by three observed variables at scales of 
0.821, 0.816 and 0.783 respectively. On the other hand, PQ is observed by four variables that play 
role in explaining the relevant latent variables at scales of 0.821, 0.869, 0.826 and 0.777 
respectively. BAW plays role in measuring four observed variables at scales of 0.724, 0.545, 0.531 
and 0.581 respectively. Additionally, BAS is explained and measured by five variables. These 
variables play role in measuring the relevant latent variables. Finally, BLO is measures by four 
variable that play role in the measurement of their relevant latent variables at scales of 0.806, 0.862, 
0.806 and 0.799 respectively (table 8). 
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Table 8: Measurement of factor loadings 
   Estimate Standard 
Estimate 
S.E. C.R. P Label 
ATA3 <--- ATA 1 0.609     
ATA2 <--- ATA 0.875 0.562 0.091 9.575 *** Supported 
ATA1 <--- ATA 0.861 0.543 0.093 9.304 *** Supported 
NMP3 <--- NMP 1 0.826     
NMP2 <--- NMP 0.9 0.789 0.058 15.639 *** Supported 
NMP1 <--- NMP 0.825 0.715 0.058 14.137 *** Supported 
MP3 <--- MP 1 0.783     
MP2 <--- MP 1.074 0.816 0.066 16.201 *** Supported 
MP1 <--- MP 1.064 0.821 0.065 16.312 *** Supported 
PQ1 <--- PQ 1 0.821     
PQ2 <--- PQ 1.116 0.869 0.053 20.875 *** Supported 
PQ3 <--- PQ 1.094 0.826 0.057 19.318 *** Supported 
PQ4 <--- PQ 0.892 0.777 0.051 17.664 *** Supported 
BAW1 <--- BAW 1 0.742     
BAW2 <--- BAW 0.627 0.545 0.067 9.38 *** Supported 
BAW3 <--- BAW 0.705 0.531 0.077 9.143 *** Supported 
BAW4 <--- BAW 0.715 0.581 0.072 9.944 *** Supported 
BAS1 <--- BAS 1 0.743     
BAS2 <--- BAS 1.044 0.713 0.074 14.017 *** Supported 
BAS3 <--- BAS 0.873 0.644 0.069 12.561 *** Supported 
BAS4 <--- BAS 1.128 0.821 0.069 16.344 *** Supported 
BAS5 <--- BAS 1.255 0.858 0.073 17.154 *** Supported 
BLO1 <--- BLO 1 0.806     
BLO2 <--- BLO 1.117 0.862 0.055 20.318 *** Supported 
BLO3 <--- BLO 1.068 0.806 0.058 18.433 *** Supported 
BLO4 <--- BLO 0.918 0.779 0.052 17.558 *** Supported 
Structure Equation Modeling (SEM) 
In table 9, the value of CMIN/DF is reported as 5.11 and it implies a relatively desirable 
situation for the model. NFI value equals to 0.797; and with regard to the desirable limit of this 
index (that is the standard value of 0.9) the model is not confirmed by this index and it lack suitable 
and desirable fitness. RFI value equals to 0.770 and considering the standard value of 0.90 it refers 
to undesirable fitness of the model. IFI value equals to 0.830 and considering the standard value of 
0.90 it refers to relatively desirable fitness of the model with regard to this index. TLI value equals 
to 0.806 and considering the standard value of 0.90 it refers to relatively desirable fitness of the 
model with regard to this index. CFI value equals to 0.829 and considering the standard value of 
0.90 it refers to relatively desirable fitness of the model with regard to this index. GFI value equals 
to 0.788 and considering the standard value of 0.90 it refers to undesirable fitness of the model. 
Finally RMSEA value equals to 0.104 and considering the standard value of 0.05 it is undesirable.  
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Table 9: Structure Equation Modeling 
Model GFI CMIN/DF NFI Delta1 RFI rho1 IFI Delta2 TLI rho2 CFI RMSEA 
Default model .788 5.112 .797 .770 .830 .806 .829 .104 
Conclusion 
The role of attitude toward the advertisements and sales promotions in creating the brand 
equity is very important for the companies because this factor affects the important organizational 
interests such as the customer loyalty and customer-orientation behaviors. Based on the findings of 
this research we can conclude that the attitude toward the advertisements has a significant positive 
effect on the brand perceived value, brand awareness and brand dependence. The obtained result of 
the analysis of this hypothesis is consistent with the results of Sean Hyun, et al. (2011), Jeong 
(2005), Villarejo and Sánchez (2003), Buil, et al. (2013) and Edson and Eastern (2003), and 
Halbrook (1987). 
Monetary promotions have a significant negative effect on the brand perceived value and 
brand dependence. This result is consistent with the results obtained by Buil, et al. (2013) and 
Villarejo and Sánchez (2003). 
Non-monetary promotions have significant positive effect on the brand perceived value. The 
result of the analysis of this hypothesis is consistent with the results obtained by Buil, et al. (2013). 
Non-monetary promotions have significant positive effect on the brand dependence. This 
result is not consistent with and supported by the results obtained by Buil, et al. (2013). 
Brand awareness has significant positive effect on the brand loyalty. This result is consistent 
with the results obtained by Atigan, et al. (2007), Rashidi and Rahmani (2013), and Niam and 
Kashik (2014). 
Brand perceived value has a significant positive effect on the brand loyalty. It confirms the 
obtained results of Atigan, et al. (2007), Ebrahimi, et al. (2012), Buil, et al. (2013) and Niam and 
Kashik (2014).  
Finally, the brand dependence has a significant positive effect on the brand loyalty. Thus 
result is consistent with the obtained results of Bahreini and Ziaei (2012), Rashidi and Rahmani 
(2014), Kheiri, et al. (2013), Atigan, et al. (2007) and Niam and Kashik (2014). 
Limitation of the study and future studies  
Limitation of the study  
This research faced several problems and limitations among which we can refer to the 
followings: dispersion of customers and the need for spending lots of time for accessing the 
respondents and giving the questionnaires to them, lack of precise responses to the questionnaire and 
consequently, exclusion of some questionnaires from the data analysis, the application of written 
questionnaire for data collection and its consequent limitation for precise measurement of the 
respondents, etc. Since this research is a cross-sectional survey, hence the pass of time would affect 
its obtained results and make them hard to generalize. On the other hand, due to the social, cultural 
and economic differences, the obtained results for the same brand in different cities would be 
different from the obtained results of this research. 
Future studies  
In this research, we studied the effect of attitude toward the advertisements and the monetary 
and non-monetary promotions on the brand equity. Future researchers can focus on other factors that 
affect the brand equity such as marketing mix dimensions, brand image, brand fame, etc. Moreover, 
we suggest the future researchers to study the relationship between demographic specifications such 
as the age and gender, and the relationship between brand equity and the cultural factors. 
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It is to suggest studying the relationship between monetary and nonmonetary promotions and 
the customer trust and customer satisfaction. Another subject we can suggest for the further research 
is the effect of sales (Monetary and non-monetary) promotions on the consumers’ attitude toward 
the product and their buying decision. 
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